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Prime Minister Li Keqiang develop "Internet +" action plan at a new strategic 
height to look at "ecological convergence" built by information technology and 
traditional industries in his government work report on March 5, 2015. The 
appearance of Mobile Taxi APP at the background has combined Internet and 
traditional traffic to improve the way of people travel and the utilization of the 
vehicle, pushing the economic development and efficiency and reducing emissions 
as well as contributing to environmental protection. 
Mobile Taxi APP as an innovative business model solves the problem of 
information asymmetry between passengers and taxi drivers and eases “taxi difficult” 
of passengers and “empty rates “of taxi drivers. The rapid development of mobile taxi 
APP in recent years has accumulated a lot of users by price subsidies in marketing 
wars which show huge commercial value. However, with the reduction of price 
subsidies, whether these users can be converted into loyal customers and how to 
improve perceived value is an urgent problem for company. Currently seldom 
empirical research could be found in the field of taxi industry. 
This paper selects taxi drives as the research subject, customer perceived value 
theory as model foundation and introduces perceived costs and perceived risk as 
external variables, from the perspective of drivers’ perception taxi APP value to 
construct continuous use model and propose research assumptions. Then learning 
from mature scales and taxi software characteristics to define model variables and 
compile questionnaire items. At last, using SPSS17.0 and AMOS17.0software to 
make data descriptive statistics, reliability and validity analysis and research model 
fitting analysis, path analysis, hypothesis testing. 
The result shows that comparative advantage and perceived pleasantness positive 
effect drivers continuous use intent while perceived costs and image are negative 
impact. Compatibility, motivation, interpersonal influence and perceived risk didn’t 
show significant effect on drivers’ continuous use intention. Finally, this paper 
analyze realistic meanings based on hypothesis test results and propose corresponding 
advice towards marketing and management to help operators to develop more rational 
promotion strategies. 
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2015 年 2 月 3 日中国互联网络信息中心(CNNIC)在京发布的第 35 次《中国互联
网络发展状况统计报告》数据显示，截止 2014 年 12月，我国网民规模已达 6.49
亿，互联网普及率为 47.9%。其中，手机网民规模有 5.57亿，比 2013 年底的统
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